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ABSTRAK 
 
 
 Industri ritel merupakan industri yang berkembang di Indonesia, salah satu 
industri ritel yang ada di Indonesia adalah Distribution Outlet atau biasa orang 
mengenal dengan sebutan Distro. Dalam kondisi pasar yang semakin kompetitif ini, 
industri ritel perlu menerapkan strategi yang harus benar-benar dirancang dengan 
baik, sehingga akan menjadi keunggulan kompetitif bagi pengecer dalam 
memenangkan persaingan. Salah satu strategi yang digunakan saat ini adalah seller 
adalah pemilik brand (merek) artinya toko menjual dan mendistribusikan brand 
produk mereknya sendiri. Hal tersebut bertujuan agar konsumen hanya dapat 
membeli merek toko tersebut.  
 
 Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh price, 
store image, confidence terhadap perceived value dan purchase intention konsumen 
Persebaya Store Surabaya. Teknik pengambilan sampel menggunakan non 
probability sampling dengan cara purposive sampling. Sampel yang digunakan 
sebanyak 150 responden yang berdomisili Surabaya. Alat pengumpulan data yang 
digunakan adalah kuisioner. Teknik analisis data yang digunakan adalah Structural 
Equation Modelling dengan menggunakan program Lisrel. Hasil penelitian ini 
menunjukkan bahwa price berpengaruh positif terhadap perceived value, store 
image berpengaruh positif terhadap perceived value, confidence berpengaruh 
positif terhadap perceived value, dan perceived value berpengaruh positif terhadap 
purchase intention.  
 
 
Kata Kunci: Price, Store Image, Confidence, Perceived Value, Purchase Intention   
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THE EFFECT OF PRICE, STORE IMAGE, AND CONFIDENCE TOWARDS 
PERCEIVED VALUE AND  PURCHASE INTENTION  
CONSUMER PERSEBAYA STORE SURABAYA 
 
 
 
ABSTRACT 
 
 
The retail industry is a growing industry in Indonesia, one of the retail industries in 
Indonesia is the Distribution Outlet or commonly known as Distro. In this increasingly 
competitive market condition, the retail industry needs to implement a strategy that must be 
really well designed, so that it will become a competitive advantage for retailers in winning 
competition. One of the strategies used today is the seller is the owner of the brand (brand) 
means the store sells and distributes its own brand of products. It is intended that consumers 
can only buy the store brand. 
 
This study aims to examine and analyze the effect of price, store image, confidence 
on perceived value and purchase intention consumer Persebaya Store Surabaya. The 
sampling technique uses non probability sampling by purposive sampling. The sample used 
was 150 respondents residing in Surabaya. The data collection tool used was a questionnaire. 
The data analysis technique used is Structural Equation Modeling using the Lisrel program. 
The results of this study indicate that price has a positive effect on perceived value, store 
image has a positive effect on perceived value, confidence has a positive effect on perceived 
value, and perceived value has a positive effect on purchase intention. 
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